The massive explosion of information and communication technologies (ICTs) has accelerated the rapid expansion of mobile phone services which has resulted in extensive use of short message service (SMS) 
Introduction
As the world spins into the information era, the society is speedily revolutionized by swiftly growing information and communication technologies (ICT) and their consequent services and applications, such as wireless communications, fixed-line telecommunications, internet etc. These ICTs play an imperative role in the social and economic development since they replace old technologies by advanced technologies, facilitate new trends and also generate new and high-technology business, and carry out other societal changes as well (Sein and Harindranath, 2004) .
The advent of information and communication technologies has been produced much enhancement in communication patterns since they have made the communication easier and cheaper across the geographic locations and time, also the ability to communicate with people around have become more rapid. The participation in any communication event or network and has been more selective as well (Lugtu, 2002) . *Ms. Sarwat Afzal, PhD Scholar, Department of Management Sciences, Iqra University, Pakistan Email : snazmw@yahoo.com , Phone: 1-929-500-8227 **Ms.Ghazala Paras Student, SZABIST, Pakistan, Email ; ghazall_shaikh@yahoo.com ***Ms Suman Gangwani Student, SZABIST, Pakistan Among various services of ICTs, technology of mobile is one of the highest mounting ICTs in the world. According to Ahmed and Qazi (2011) , the technological revolution has resulted in the miraculous inventions since the up-graded communication mediums have magically vanish the distance of thousands of miles among people by transforming the ways of correspondence among those people. The invention of mobile phone, which is a portable phone unlike fixed telephone, was a prompt twist into the technological growth string and then after a furious growth has been observed in development of mobile phone technology. In the first 20 years of mobile creation, there were 1 billion users but the expansion was so rapid that just in the time of 40 months, 1 billion more mobile phone users strap up and then it took only 2 years to tie up 3.5 billion users of mobile phone.
The enormous usage of mobile phone has made it a necessity of life for people rather than just an accessory. The users of mobile phone have become so obsessive about the activities related to the mobile phone that the usage is surpassing the limits of needs towards the globe of addiction. The Psychiatrists proclaimed that mobile phone addiction has become more powerful phenomenon among the non-drug addictions. The feeling to use mobile phone more than half an hour per day is a clear symptom to be the addicted to mobile phone and today using this gadget for half an hour per day is not a big deal at all rather the usage is far more than this which indicates that users are highly addicted to mobile phones (Ahmed and Qazi, 2011) .
Since, mobile subscription has increased enormously across the world and users have become addicted to this technology, among the services of mobile phone; short message service (SMS) has gained huge recognition. It has become the killer application of mobile phone and is often dubbed as thumb race.
SMS application of mobile phone has been around since December 1992. It works in almost all parts of world as it is the part of GSM (Global System for Mobile communication) digital mobile standard. SMS is based on alphanumeric characters including up to 160 characters in order to send or receive messages (Lugtu, 2002) . SMS also called as text messaging, is a service that allows sending and receiving of text messages via the network operators" message centers available on mobile handsets, or it can also be sent from the other network as internet by using the SMS gateway websites. SMS is considered as an almost instantaneous communication medium because SMS operators make use of a "store-and-forward" packet switching concept which means that even if the recipients" mobile phone is switched off, the users can still receive the message on their phone when they switch on their mobile (Lai, 2004) .
Out of various incredible features of SMS, one feature is to enable users to get connected to MSN, AOL or ICQ instant messaging services. SMS provides other various value-added services as well such as stock alerts, sports updates, entertainment services, news delivery, ring tones downloading and electronic commerce authentication etc (Chan, Gong, Xu, and Thong, 2008) .
With the increased use of mobile phones across the developing world, Pakistan is not left behind in that particular area. In the recent past there has been great amount of investment in telecom sector of Pakistan, this sector has become one of the most developed sectors of the country. The cellular growth time which lasted for five years in Pakistan from 2003 to 2008, broke all covering network world records. It has been also found that Pakistani cellular companies have enjoyed growth rate of 100 percent for many years (Ahmed, Shaukat, Nawaz, Ahmed, and Usman, 2011) .
According to Williams and Gilchrist (2011) , mobile phones are accessible everywhere in Pakistan thus in order to communicate with ordinary people of Pakistan, the use of mobile phone can be an effective way. More than 70 percent of Pakistani people have regular access to mobile phone, where as in actual less than half of Pakistani population owns a mobile phone but the remaining people somehow manage to get access to mobile phone by one or another means. Mobile phone technology is so widespread in Pakistan that the bottom of the pyramid population is the adopter of this very technology as well. The mobile phone owners can be lower than 102 million as per the statistics of 2011, but the number of people having regular access to mobile phones can be higher. The number of active SIM cards in Pakistan was found to be 105.152 in February 2011, which shows an approximate rate of between 58.1 and 60.6 SIM cards for every 100 members of the Pakistani population. However, this does not validate that the number of SIM cards is equal to the number of phone users. The use of mobile phone in Pakistan is so extensive that it does not take into account even the literacy terms. The illiterate mobile phone users do not lay outside the boundary of SMS users since they ask their literate friends or relatives to read a text message to them and also sometimes write a message for them thus the SMS usage is common across mobile phone owners of all demographics in the country.
Since the mobile phone usage is huge in Pakistan, thus the mobile services are also widespread among which viral text messaging is extensive in Pakistan. That is, without knowing the actual creator of message, the text messages are forwarded from person to person. People frequently forward jokes, proverbs, quotations, news and religious messages. Apart from the viral text messaging or instant text messaging, SMS is also used for the humanitarian information as at the times of natural calamities like flood, earthquake or other great crises etc. In Pakistan text messages are most commonly written in Romanised Urdu. English and Romanised regional languages are also common. Text messages are very often written in text speaks slang (Williams and Gilchrist, 2011) . This has been observed that despite the availability of richer and easier to use communication alternatives such as instant messaging service, e-mail, multimedia mobile data services, and mobile voice telephone services etc, the SMS service is growing continuously and more rapidly due to its unique features (Kim, Park and Oh, 2008) .
SMS primarily offers five functions in Pakistan. First, it stimulates person to person communication such as chatting, discussions, greetings, wishes, forwarding viral text messages etc. Second, SMS supports various information and other services such as political news, sports updates, vocabulary services, weather forecast, stock market alerts, cooking recipes, health and fashion tips, horoscope alerts etc. Third, SMS facilitates participation in TV programs, contests and advertising in order to cast a vote, chat on-screen, and compete in quiz contests and games. It also encourages participation in radio programs. Fourth, SMS also facilitates business client communication. It could be between business and customer, university and student etc. Fifth, SMS supports humanitarian information as well. Though it is the least use of SMS in the country, yet it is also one of the SMS usages in Pakistan.
According to the PC World-the world"s largest consumer IT magazine, Pakistan occupied the position of number 4 th in the year 2008-2009 for producing highest SMS traffic in Asia Pacific by sending 763 million messages during the "festive seasons" that is the time of Christmas and new year celebrations. In addition to this Pakistan also had taken unusual lead in telecommunication sector by having the largest text messaging growth in Asia Pacific. As per year-on-year growth, the volume of SMS text traffic in Pakistan grew by 253 percent when comparing to the same period of previous year.
The cellular mobile operators generated more than 25 billion SMS during the year 2007-2008. One the reason for such a high SMS usage is that the majority of SMS users in Pakistan are young people who prefer texting or forwarding messages to communicate or stay in touch with friends and relatives etc. Also, it has been a common practice of mobile phone users in Pakistan to exchange the greetings on the celebration of traditional festivals via SMS.
A better understanding of the significant factors that have influence over consumer usage of SMS has considerable implications for both research and practicality.
From a managerial standpoint, this study will offer valuable insights to mobile services providers/telecommunication companies about facilitating consumer adoption of SMS in Pakistan in terms of developing SMS marketing strategies which may include service improvement and newly emerging non voice services that would provide ultimate benefits to SMS users of Pakistan. As these companies are always eager to know what factors affect user adoption of SMS and how users think about SMS services, this study can help them understand what benefits they should promote when marketing their services and what factors to emphasize more upon. As previous studies that have been conducted on telecommunication sector of Pakistan, are focused on network operations and very few studies have examined user adoption of telecommunication services in Pakistan specially SMS services, therefore, this study can also extend the body of knowledge in consumer usage of SMS in Pakistan and can contribute to the technology acceptance literature as well.
This study comprised further literature review followed by the research methodology, analysis of results and interpretation, summary and conclusion. In summary and conclusion that also discussed about the limitations and managerial implications that how the managers craft the strategies for the development and improvement of telecommunication services in order to strengthen consumers" perception about SMS usage.
Literature Review
Mobile phone, which was initially meant for voice-based communication, has become highly adopted tool for facilitating the new-fangled form of social interaction which is text messaging or short messaging service (SMS) that has become the most popular and broadly used mobile application worldwide. Text messaging has brought ease and freedom to non-voice personalized communication globally by the means of SMS language which is also called as "text speak" (Mahatanankoon and O"Sullivan, 2008 ).
The non-voice feature of SMS has made it most frequently used communication medium which has made SMS the chief revenue generating service of mobile phone (Turel et al., 2007) .
The enormous explosion of information and communication technologies (ICTs) has made short message service (SMS) a bang for mobile phone users since SMS has turned out to be a vital element of people"s lives and has become one of the most popular mobile communication services having considerable implications for communications (Chan et al., 2008; Lai 2004 ).
One of the reasons why SMS is deemed as the best form of mobile services is that almost every mobile phone possesses the capability of receiving and sending the SMS for the purpose of interaction (Sinisalo and Karjaluoto, 2009 ). Kim et al. (2008) states that by far, SMS is the most admired and accepted mobile phone application in Australia, Malaysia, Hong Kong, Korea, Singapore, and Taiwan since approximately 65% of all mobile phone users communicate through SMS. Also, as the number of mobile phone users increases, the SMS users in China is also increasing since the introduction of China mobile service in 2001 (Lu, Deng, and Wang, 2008) .
SMS is being widely used not only for chatting, greeting, information services, and humanitarian services but also SMS advertising, SMS based e-government services, and SMS marketing are extensively popular.
This heavy SMS usage is backed by the huge acceptance of technology by people. The people in 21 st century are more inclined towards technology usage. The everyday life of individuals is greatly influenced by technology. When looking at the past, in more than last 20 years, there have been several researchers that have carried out huge work in order to extort the factors that affect acceptance of information technology.
According to Kim et al. (2008) , there have been several theoretical frameworks applied to the context of IT adoption behavior and one of those models is technology acceptance model (TAM) proposed by Fred D. Davis in 1989.
Technology Acceptance Model TAM
Over the last two decades several models have been proposed in order to explicate and envisage the use of information system, but the technology acceptance model (TAM) proposed by Fred D. Davis in 1989 has been the most applicable and widely used model by the information system community. TAM has been the highly cited model of technology acceptance so far (Chuttur, 2009 ).
TAM has been largely accepted powerful tool to characterize the factors of users" adoption and usage behavior across variety of information technology (Hong, Thong, and Tam, 2006) . TAM was primarily originated to comprehend the acceptance of information system in organizational context in order to explain computer usage behavior, but later on the constructs of the model got fairly large general application on various technologies such as email, World Wide Web, enterprise resources planning (ERP) systems, e-government services, mcommerce, online shopping, and acceptance of physiotherapy. TAM has been adopted by various researchers to study the acceptance of mobile technology as well.
The major reason behind such an extensive use of TAM model is that this theoretical model is relatively simpler and less expensive comparatively to other models explaining technological acceptance. Due to this simplicity and easy implementation, TAM has remained more attractive model. Davis (1989) proposed that the technology adoption is influenced by behavioral intention which in turn is predicted by users" perceptions about the system and thus TAM appeared to be the superior theoretical model in explaining behavioral intention to use an information system.
Looking at the past decades, perceived usefulness and perceived ease of use have been validated to be the most important constructs in determining the acceptance and use of information technology by the individuals. These variables have been the fundamental factors comprising technology acceptance model (TAM). These two constructs have been investigated and replicated by various information system (IS) researchers who have agreed that these constructs are authentic in predicting various IT acceptances by the users (Moon and Kim, 2001 ).
However, different nature of technology context may require additional explanatory variables besides two fundamental variables which are perceived usefulness and perceived ease of use since these salient beliefs may not be sufficient to explain an individual"s behavior towards new technologies (Moon and Kim, 2001 ).
Above statement validated the arguments by Davis (1989) that the studies regarding acceptance of technologies in future time will need other constructs affecting usefulness, ease of use and also user acceptance of technology.
Similarly; Davis, Bagozzi, and Warshaw (1989) explained that originally TAM model was constructed with two variables perceived usefulness (PU) and perceived ease of use (PEU), which were instrumental in determining the variance in the intention of users, but TAM"s fundamental constructs could not fully capture the influences of technological and usage context factors that may change the user acceptance.
Due to this fact and the immense popularity of the model, TAM was supposed to be extended by adding some more constructs to it. Thus some changes were made time to time to the model and prior studies have extended TAM by adding some constructs like perceived enjoyment as another important factor affecting technology acceptance (Davis, Bagozzi, and Warshaw, 1992) .
Drawing on the literature reviewed for this study, there is a number of factors that affect consumers" adoption of SMS. The current research seeks to develop a theoretical model of SMS adoption among young mobile phone users of Pakistan. The prior studies on technology acceptance, telecommunication services and on the SMS usage have supported the selection of variables for this study. The dependent variable in this study is intention to use SMS (IUS) and the independent variables are perceived usefulness (PU), perceived ease of use (PEU), perceived enjoyment (PENJ), and perceived cost (PC).
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Based on the definition of behavioral intention by Fishbein and Ajzen (1975) , the intention to use can be defined as it is the potency of an individual in order to perform certain behavior. According to Davis (1989) , the user"s intention to use the systems is determined by the user"s acceptance of an information system. Also, the intention to use, based on continued intention to use (CIU) can be stated as an extent to which one person intends to use the SMS in future and also intends to recommend the same to others in future (Kim et al., 2008) . Intention to use is a likelihood of an individual to adopt any technology.
Perceived usefulness (PU) can be defined as an extent to which the use of a system increases the communication effectiveness of a person and brings desired outcomes (Davis, 1989) , since the use of SMS is for the communication purpose in the context of mobile communication. Perceived usefulness (PU) has been allied with achieving valued goals instrumentally .
Perceived ease of use (PEU) can be defined as an extent to which a person is confident that no effort is needed for the system usage and it is easy to understand. Perceived ease of use (PEU) is a subjective perception of a user that how easy it is to use SMS in creating a text or mastering SMS is free of effort (Davis, 1989) . PEU refers to the inbuilt intricacy and complexity in the learning and use of a system (Lu et al., 2008) .
Perceived enjoyment (PENJ) can be defined as the extent to which any activity of using a product or service is perceived as pleasant in its own way without considering any performance consequences that may be expected (Kim et al., 2008 Perceived enjoyment is a degree to which an individual identify the use of SMS as pleasing and entertaining. Perceived cost (PC) is described as an extent to which a person perceives or believes that using SMS is relatively cheaper than other communicating services. When making any purchases, the consumer always go for the alternatives that are relatively cheap but useful (Chan et al., 2008) . PC is the subjective assessment of an individual that whether the use of SMS can result in a better service quality than that of voice service, comparing to the costs of SMS and voice service. Thus, the benefits of using SMS should exceed its cost (Chan et al., 2008) .
Based on the literature studied the following hypotheses have been established:  H1: Perceived usefulness will have significant positive impact on intention to use SMS.  H2: Perceived ease of use will have significant positive impact on intention to use SMS.  H3: Perceived enjoyment will have significant positive impact on intention to use SMS.  H4: Perceived cost will have significant positive impact on intention to use SMS
Continuous Usage
The continuous usage involved the frequency of sending text messages at present and also in future. It is the intension to use SMS in future as well.
Recommendation to Others
Recommendations to others involved the intention to recommend the use of SMS to friends, relatives, and peers etc.
Desired Outcome
Desired outcome is the dimension of perceived usefulness, which implies achieving the things that are important to individuals. It brings out the preferred results for users through the use of SMS.
Effectiveness
Another dimension of perceived usefulness is effectiveness, which states that it is easy for users to express themselves more implicitly through SMS and improve communication efficacy and also the task quality.
Convenience
Convenience is the dimension of perceived ease of use explaining that using SMS is easy since it is available anytime and anywhere. It does not take too long to perform the desired task and it is clear and understandable as well.
Ease of Learning
Ease of learning is defined as it is easy to operate text messaging since no expert help is needed. Being the dimension of perceived ease of use, ease of learning states that it is easy to become skill full at it as it does not require too much of mental effort rather it is free of effort.
Playfulness
Playfulness involves the humor and fun that the users" have when they perceive using SMS as enjoyable. When the users are in the playfulness state of enjoyment, they usually find the interaction intrinsically interesting. It arouses imagination of users, leads them to exploration and stimulates curiosity as well.
Pleasure
When individuals perceive SMS enjoyable, they feel happy and relaxed. Also, they often forget the work they must do and don"t realize the time elapsed. The variety of communication ways also provides the base of pleasure to SMS users.
Equipment Cost
The equipment cost is the cost of handset that the users need to purchase in order to perform the SMS activity and the switching cost that the users bear when they go for another alternative to communicate instead of SMS as it could be more expensive, time consuming and effort full.
Transaction Fee
The transaction fee involved the cost of getting access to network, packages subscription, service cost, and value for money in terms of getting due benefit in exchange of cost.
Research Methodology
This research is a quantitative descriptive study as it has studied general phenomenon, trends and behavior and has described the characteristics of population under study. According to time horizon this study is a cross sectional study as researchers has collected the data at one point of time.
SMS is widely used by young consumers with age bracket of 18-25 as they accept technology faster than other age groups (Cho and Hung, 2011; Lu et al., 2008) and the university students have been found to be heavy users of SMS Cho and Hung, 2011; Lu et al., 2008) . Considering these statements, young mobile phone users with age bracket of 18-25 were selected as the population of the study and the target population consisted of university graduates and under graduates.
In this study non-probability sampling technique and convenience sampling procedure has been used as the data has been collected from the respondents readily available and willing to provide data. Since total population was 2500 therefore the sample size was 333 (Krejcie and Morgan, 1970; Cohen, 1969) . But considering the non-response error, the sample size was increased to 400 so that the probability of receiving the response rate around actual sample size could be increased . Instrument of data collection was self-administered structured questionnaire. A survey questionnaire based on a total of 24 items was developed adapting the previously validated scales to ensure the validity.
The scale reliability was measured by using Cronbach"s alpha to ensure the internal consistency of the items. According to Cho and Hung (2011) the Cronbach"s alpha value for the scale reliability was 0.7 and Kim et al. (2008) reported 0.74 value. In the current study, Table 3 .1 demonstrates the reliability statistics showing Cronbach"s alpha coefficient value 0.839, signifying very good internal consistency of the scale since it was higher than 0.6 which is the recommended value for Cronbach"s alpha.
For each construct the value of reliability statistic for Cronbach"s alpha is shown in the following table. Method of data collection used for this study was quantitative and data collection procedure was mail survey. In order to test the proposed model and hypotheses the data was collected through a mail survey from a convenient sample consisting of undergraduates and graduates of three different universities of Pakistan i.e. AKU (Medical university, Karachi), LUMS (Business university, Lahore), and PIEAS (Engineering university, Islamabad). Out of 400 questionnaires sent, 345 responses were received. In order to lessen the data entry errors, 
Table 3 Descriptive Statistics of Sample
Statistical techniques that have been used for this study were Pearson correlation to quantify the degree and direction of relationship between the pairs of variables and Multiple Regression Analysis to predict the scores of dependent variable from the scores obtained by a group of independent variables. This statistical technique has tested the predictive power of variables and has assessed the relative contribution made by each independent variable in prediction of dependent variable. Descriptive statistics has also been calculated to summarize the sample characteristics. The data has been analyzed and processed by using the computer software known as Statistical Package for Social Sciences (SPSS).
Analysis of Results and Interpretation
The variables understudy throughout the research were intention to use SMS as the dependant variable and perceived usefulness, perceived ease of use, perceived enjoyment and perceived cost as independent variables. In order to estimate the equation for the research model, all the predictors were regressed against the criterion variable by using multiple regression analysis used by Cho and Hung (2011) as per the research objectives that were to examine the significance of relationship between intention to use SMS and the determinants of intention to use SMS. The sample of 329 was taken to test the proposed hypotheses using Pearson correlation and multiple regression analysis. The correlation matrix shown in Table 4 exhibits the significance of relationship among variables at 1 %. The matrix shows that all the variables have resulted in significant positive relationship with intention to use SMS at moderate level. Table 5 exhibits model summary where the value of R 2 that is the variance in intention to use SMS that can be explained by perceived usefulness, perceived ease of use, perceived enjoyment and perceived cost is 33.8% which shows that all the predictors of intention to use SMS combined together explicated 33.8% of the variation in the response variable. It illustrates that the model has explained 33.8 % of the variance in intention to use SMS. This demonstrates that the model is not perfectly fit but still adequate for consideration since the remaining percentage of model fit is unexplained due to the variables not considered in this study. Moreover, the adjusted R 2 is 33% showing almost no deviance from original value. Besides that, the apparent prediction error term is defined by 66.3 % indicating the deviation of value from the estimated line and the variation and error not explained in the model by these predictors. The parameter estimates in Table 6 shows that out of four predictors, three predictors i.e. perceived usefulness, perceived ease of use and perceived enjoyment have shown significant impact over intention to use SMS and the remaining predictor that is perceived cost is insignificant with IUS at p= 0.05 for the given predictors. Therefore the regression equation for the model has been re-estimated by excluding the insignificant predictor. The largest beta coefficient is 0.303, which is for perceived usefulness shows that this predictor has made the strongest contribution to explain the intention to use SMS, when the variance explained by other predictors is held constant. The beta value for perceived ease of use is little lower 0.245, indicating that this predictor has made good contribution while explaining the dependent variable as compared to other predictor like perceived enjoyment making contribution of 0.136.
Moreover, the hypothesized relationships constructed for the predictors PU, PEU, and PENJ were found to be significant at the level 0.05 as sig value of PU and PEU is 0.000 and sig value of PENJ is 0.008, suggesting that these variables has made statistically significant contribution to the prediction of intention to use SMS which supports the research hypotheses. Whereas PC has made insignificant contribution to the prediction since the sig value of PC is 0.070 showing that the hypothesis is not supported. Thus, the results have exhibited that perceived usefulness was highly significant at (beta= 0.303, sig = 0.000) among all the predictors followed by perceived ease of use at (beta= 0.245, sig = 0.000). Thus the equation for the model after excluding the insignificant predictor is: 
Summary and Conclusions
The aim of this research was to examine the determinants that predict the intention of consumers to use SMS. Short message service ( SMS) as a convenient low cost mobile communication is continuously growing in spite the fact it is considered as a poor communication medium in terms of message content richness and ease of delivery compared to other communication mediums ,such as E-mail ,mobile voice telephone services and other multimedia mobile data service applications. The structural model was empirically validated using data collected from 329 SMS users in Pakistan. The results have supported the majority of prior studies and TAM model with the exception of one predictor i.e. perceived cost.
In accord with the previous researches (Chan et al., 2008; Davis, 1989; Davies et al., 1992; Kim et al., 2008 , Turel et al., 2007 ) the model of this research have shown perceived usefulness, perceived ease of use and perceived enjoyment are the determinants that facilitate consumer adoption of SMS. Indicating the particular interest of research, perceived usefulness has been suggested as the major predictor of SMS adoption which is followed by perceived ease of use. Whereas perceived enjoyment has also shown to be a predictor of SMS usage proving it"s moderate impact. The insignificant impact has been found by perceived cost. The same influence has been found in earlier researches as well, being the perceived usefulness as the strongest predictor of intention to use SMS, and perceived ease of use and perceived enjoyment being the stronger predictors of SMS usage intention. Whereas perceived cost has shown no positive impact over intention to use SMS which have not come in agreement with results of prior researches.
Perceived usefulness has been validated to be the strongest predictor of intention to use any system and thus it asserts positive influence over intention to use SMS (Chan et al., 2008) . As per Lu (2008) , perceived usefulness has positive relation to SMS usage behavior and it has also been the strong motivation for intention to use text messaging (Nysveen et al., 2005) . In Kim et al. (2008) a user"s continued intention to use SMS has a direct positive influence of perceived usefulness.
Perceived ease of use has been found to have a positive significant influence over consumers" intention to use a system (Nysveen et al., 2005) . As per Wang et al. (2006) perceived ease of use has significant influence on mobile service usage. In Chan et al. (2008) perceived ease of use has positive impact on user"s intention to use SMS. Also, this is validated that perceived ease of use has positive influence over a user"s continued intention to use SMS (Kim et al., 2008) .
In Kim et al. (2008) perceived enjoyment has a positive impact on a user"s continued intention to use SMS and has positive association with SMS usage as per Lu et al. (2008) . Whereas according to Hong et al., 2008 also adoption of mobile services have been positively influenced by perceived enjoyment.
As per the findings of this research perceived cost has insignificant but impact over intention to use SMS which is in disagreement with most of the results of prior researches. This shows that in context of Pakistan, the results may differ than that of previous studies. Thus when the users in Pakistan perceive SMS as expensive, they are less likely to adopt it. This finding of this research about perceived cost has come in accordance with the findings of Lu et al. (2008) .
There are numerous ways of communication that have been facilitated by the different modes of technology. The more advance technology, the more it has smoothened the communication.
From the letters to telephone, and then from e-mails to blogs and now the recent and most popular form of communication which is SMS. Each mean of communication has its own unique characteristics that could be favourable under different situations but SMS, due to its unique attributes such as asynchrony, familiarity, mobility, portability, and intimacy; has been a technological breakthrough, thus this has become largely popular by facilitating the ubiquitous communication of people. In the current study, technology acceptance in terms of SMS adoption has been investigated in the context of Pakistan. The findings of this research has validated that the intention to use SMS is mainly influenced by users" perception of its usefulness, ease of use and enjoyment. Which demonstrates that the users in Pakistan are motivated towards the adoption of SMS because they deem that the very act of exchanging short yet frequent SMS, achieves the desired outcome and is interesting when providing the implicit and quick communication anytime and anywhere. Whilst, the SMS usage may be affected by the cost associated with it comprising the gadget and service cost of using SMS. The findings of the study have enhanced the understanding of user acceptance of one of the mobile communication services and also provide a foundation for further research into the behaviour of users which will make further contribution technology acceptance literature by uncovering the other perceptions behind the adoption of ubiquitous communication like SMS.
Limitations
As is the case with all researches, there were limitations to this study as well that needs to be taken into account while interpreting the findings. A notable limitation was observed in the cross-sectional research design, since the study measured the perceptions and intentions at the same point in time, so as the perceptions tend to change over time therefore the examined variables are not supposed to remain unchanged over time, in the result this research may not be able to fully capture the dynamics of intention towards SMS usage. Another limitation was the sample that comprised of university students which may somehow limit the true representation of sample. However it is believed that this study has provided useful insights on SMS usage in Pakistan as young students undoubtedly constitute majority of SMS users in Pakistan.
One more limitation was the explained variance in intention to use SMS which was 33.8 % showing that other determinants that were not included in the model of this study have effect over SMS adoption also. Thus additional variables can be incorporated in future studies that can improve the model ability to predict usage intention.
Managerial Implications
The findings of this study show numerous implications for managers for the development and improvement of telecommunication services in order to strengthen consumers" perception about SMS usage. The findings have depicted relatively strong influence of perceived usefulness, perceived ease of use and perceived enjoyment on intention to use SMS and no influence of perceived cost over SMS intention usage. Perceived usefulness has been found out to be strongest predictor having significant positive effect on SMS usage intention implying that the industry players are supposed to pay close attention to different features of usefulness since consumers are likely to adopt SMS if they are provided with some basic levels of usefulness.
Perceived ease of use has also shown significant positive effect on intention to use SMS. Consequently, when promoting SMS service to consumers, the marketers should focus on different aspects of this predictor such as user friendliness. Moreover, perceived enjoyment has also been established as the predictor having moderately positive impact over intention to use SMS. This implies that while developing SMS, the managers should bring to light the elements of fun, excitement and playfulness.
Perceived cost has not shown significant impact over SMS usage intention, indicating that the consumers do not really consider SMS to be that cheaper considering the equipment and service cost they have to pay before using SMS. This implies that the marketers need to highlight other characteristics of SMS more than the cost since the results show that consumers consider other determinants more important.
